Introduction

W

elcome to our seventh Corporate
Responsibility (CR) Report.
Here we summarise our progress during
2008 and the first quarter of 2009.
We explain our approach to the key social and
environmental issues for our business and give
in-practice examples from many WPP companies.
Our people play an essential role in all our CR
initiatives. From reducing our office energy use
and implementing high marketing standards, to
helping clients communicate with consumers on
social and environmental issues – they make it
happen. To illustrate this, we’ve included views
and insights on CR at WPP from people across
the Group.
We don’t think reporting should be a one-sided
conversation. We welcome your feedback –
whether positive or negative. You can contact us
at: cr@wpp.com.
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Our CR Report at a glance

C

orporate responsibility (CR) covers a wide
range of issues. This report describes how we
are responding to those we judge to be most
significant and relevant to our business.

The impact of our work

The social and environmental impact of the work we
undertake for clients is one of our most important CR
issues. Our goal is for WPP to be a centre of excellence
CR at WPP
for environmental and social communication.
Leading companies are embedding ethical values
Managing social, ethical and environmental risks
in their brands and developing products with a
to our business and capitalising on new opportunities reduced social or environmental footprint. They need
helps us achieve our business goals and enhances
effective marketing to communicate the social and
our reputation with clients, employees, regulators
environmental benefits and make these new products
and investors.
desirable to the mass market.
We focus our efforts on the issues that are most
This report profiles recent work by our companies
material (relevant and significant) to WPP. These are: in three areas:
The social and environmental impact of our work
Campaigns that promote our clients’
for clients.
environmental, social or ethical credentials.
Marketing ethics, compliance with marketing
Social marketing work that influences public
standards, and protection of personal, consumer and attitudes and behaviour, such as campaigns to raise
corporate data and increasing transparency about our awareness about obesity and drink-driving.
marketing practices.
Cause-related marketing campaigns that link
Employment, including diversity and equal
brands to charities.
opportunities, business ethics, employee development,
remuneration, communication and health and safety. See pages 21 to 35.
Social investment, including pro bono work,
donations to charity and employee volunteering.
Marketing ethics
Climate change, including the emissions from
energy used in our offices and during business travel.
Marketing is a powerful tool with the potential
Our approach reflects our decentralised group
structure, with many CR issues managed at operating to change opinions and influence behaviour. It is
essential this influence is used responsibly and in
company level. Our Group CR function determines
a way that protects consumers and supports human
CR policy, monitors risks and opportunities and
rights. As a minimum our businesses are expected
coordinates collection of CR data.
to comply with all laws, regulations and codes of
See pages 13 to 19.
marketing practice.
Privacy and data security are increasingly
important issues for our companies which collect
and use consumer data to target digital advertising
and direct marketing campaigns.
Where we operate, who we work for and the
type of work we undertake can also give rise to
ethical issues.
We are strengthening our approach to managing
work-related risks.
See pages 37 to 43.

WPP corporate responsibility report 2008/2009

3

Introduction

Employment

Supply chain

WPP employs 135,000 people (including employees
at our associate companies) at 2,400 offices in
107 countries.
Our people are our business. Clients choose
WPP companies because we employ the best.
Attracting and retaining talent is a central business
issue for WPP. Our approach includes competitive
remuneration, investment in training and
development and a commitment to an inclusive
workplace culture.
In 2008, we invested £42.6 million in training
and wellbeing compared with £38.6 million in 2007.
Women accounted for 32% of board members/
executive leaders, 47% of senior managers and 54%
of total employees. Our companies have programs to
promote ethnic diversity.

WPP spends around $3 billion with suppliers each
year. We want to do business with suppliers that
meet high standards on the environment and
employment practices. We are committed to
managing CR risks in our supply chain, both
for ourselves and for our clients.
WPP’s Global Procurement Policy contains
ethical and environmental criteria which our
Group procurement teams use in supplier selection
and management.

See pages 45 to 55.

Environment
We are committed to reducing our impact on the
environment. Climate change is our priority and
we have set a target to reduce our CO2 emissions
by 20% by 2010 from 2006 levels. So far, we have
achieved a 10.5% reduction against our baseline.
We are reducing our emissions by:
Improving the efficiency of our buildings and IT.
Purchasing renewable electricity where available.
Reducing the number of intra-office flights.
We have established Energy Action Teams in
North America, Europe, Asia Pacific and Latin
America. Their job is to identify energy-saving
measures and provide technical guidance to our
agencies on energy reduction.
After reducing our CO2 emissions as much as
possible, we offset a large proportion of the rest.
See pages 57 to 65.
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See pages 64 to 65.

Social investment
Our companies have a long tradition of pro bono
work – providing creative services to charities at little
or no cost. This work can be invaluable – helping
raise money and awareness for hundreds of good
causes every year. We also support charities through
cash donations and employee volunteering.
In 2008, the total value of our social investment
was £14.6 million. The reduction in pro bono work
on last year is due to the worsening economic
conditions which placed pressure on our companies
to focus on fee-paying work. This is equivalent to
0.19% of revenue (2% of reported profit before tax)
and includes direct cash donations to charities of
£4.3 million and £10.3 million worth of pro bono
work. In addition, WPP media agencies negotiated
£13 million of free media space on behalf of pro
bono clients.
A selection of the many pro bono campaigns by
our companies are featured in this report.
See pages 67 to 71.
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CR performance summary
				

Financial overview
Revenue (£m)				
Headline PBIT (£m)				
Market capitalisation at year-end (£m)		
Number of employees (including employees at our associate companies)
Employment1				
Gender diversity – Employees (% female)			
Gender diversity – Senior managers (% female)			
Gender diversity – Board members/executive leaders (% female)		
Ethnic diversity in the UK and US – Employees (% ethnic minority)		
Ethnic diversity in the UK and US – Senior managers (% ethnic minority)
Ethnic diversity in the UK and US – Board member/executive
leaders (% ethnic minority)				
Staff training and welfare (£m)				
Environment				
Emissions from office energy use (tonnes CO2)		
Emissions from air travel (tonnes CO2)		
Other emissions (tonnes CO2)				
Total carbon footprint (tonnes CO2)				
Total energy use (MWh)				
Social investment				
Total social investment (£m)				
% of total revenue				
% of profit before tax				
Value of pro bono work (£m)				
Charitable donations (£m)				
1
2

2008

2007

2006

2005

7,477
1,118
5,052
135,000

6,128
928
7,709
110,000

5,908
859
8,566
100,000

5,374
755
7,881
97,000

54
47
32
21.0
14.0

55
47
33
21.6
13.2

58
50
34
–
–

54
52
33
–
–

12.0
42.6

11.1
38.6

–
38.2

–
32.7

120,032
92,269
31,845
244,146
251,685

144,354
81,733
33,913
260,000
297,406

–
–
–
–
–

16.3
0.30
2.0
12.8
3.5

24.9
0.42
3.7
21.0
3.9

17.3
0.32
2.9
13.9
3.4

112,9012
89,500
30,360
232,761
223,720
14.6
0.19
2.0
10.3
4.3

Data cover the 95,286 employees from wholly-owned WPP companies.
Emissions from purchased renewable energy calculated using conventional grid energy conversion factors, see page 59.
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From our CEO

T

his is our seventh corporate responsibility
report. Since our first, the evidence of global
warming has become undeniable and the
world’s economy has gone into steep decline. The
combination of global recession and global climate
change is a dangerous one – but it’s essential that we
don’t allow economic pressure to divert our attention
from our key CR commitments to environment,
marketing ethics, employment and social investment.
I see no conflict between a move to more
sustainable consumption patterns and the business
of business. Indeed, we’ll suffer negative impacts
if we fail to change, and enjoy tangible benefits
if we do. It will be part of our responsibility to
our clients to encourage the development of new
sustainable products and encourage their adoption.
There are signs that the public mood is becoming
increasingly receptive.
Research by WPP company TNS among over
13,000 people in 17 countries revealed that 40%
claim to have already modified their behaviour
because of the environment; 52% say they
would accept some price premium for improved
environmental performance; and, perhaps
surprisingly, 71% say they would support retailers
restricting their choice by removing unsustainable
products from the shelves. These views are by no
means confined to wealthy countries (see page 28).
Consumer spending on innovative products,
encouraged by the marketing industry, will be an
important factor in achieving recovery from the
recession as well as avoiding the worst consequences
of climate change.
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Within WPP we are increasingly working
with our clients to understand the significance
of sustainability in their businesses – and we start
with our own. Having first reviewed and identified
our key issues in 2002 we continue to improve
performance and accountability.
This report reveals some encouraging progress.
Reflecting investments we are making to improve the
energy efficiency of our offices and IT equipment, our
carbon footprint is already down 10%. During 2009
we will roll out a network of 50 high-definition
videoconference suites that can be pre-booked online
by any WPP company. These will greatly help to
reduce our dependency on air travel. Our network of
climate champions continues to help raise awareness
and change behaviour in every WPP business.
I look forward to updating you on further
progress in 2009. In the meantime, we would very
much welcome your thoughts and comments.

Sir Martin Sorrell
Group Chief Executive
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Who we are
WPP is the world leader in
marketing communications
services. It comprises leading
companies in all these disciplines:
Advertising
Media Investment Management
Information, Insight & Consultancy
Public Relations & Public Affairs
Branding & Identity
Healthcare Communications
	Direct, Digital, Promotion &
Relationship Marketing
Specialist Communications
There are more than 150 companies within the Group
– and each is a distinctive brand in its own right. Each
has its own identity, commands its own loyalty, and
is committed to its own, specialist expertise. That is
their individual strength. Clients seek their talent and
their experience on a brand-by-brand basis. Between
them, our companies work with 345 of the Fortune
Global 500, 29 of the Dow Jones 30, half of the
NASDAQ 100 and 33 of the Fortune e-50.
It is also of increasing value to clients that WPP
companies can work together, as increasingly they
do: providing a tailor-made range of integrated
communications services. Over 700 clients are now
served in three distinct disciplines. More than 440
clients are served in four disciplines, and these clients
account for over 58% of Group revenues. Group
companies now work with over 310 clients across
six or more countries.
Collectively, over 135,000* people work for WPP
companies; out of 2,400 offices in 107 countries.
*	Including employees at our associate companies.
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EWA
Bespoke Communications
EWA

Bespoke Communications
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Our companies & associates
Advertising
ADK1
www.adk.jp
Bates 141
www.bates141.com
BrandBuzz■
www.brandbuzz.com
CHI & Partners1
www.chiandpartners.com
Dentsu Y&R1,2,■
www.yandr.com
Enfatico ■
www.enfatico.com
Grey
www.grey.com
HS Ad1
www.hs-ad.co.kr
JWT
www.jwt.com
Johannes Leonardo1
www.johannesleonardo.com
Marsteller Advertising ■
www.marsteller.com
Ogilvy & Mather Worldwide
www.ogilvy.com
Santo
www.santo.net
Scangroup1
www.scangroup.biz
Soho Square
www.sohosq.com
Tapsa
www.tapsa.es
The Jupiter Drawing Room1
www.jupiter.co.za
United Network
www.group-united.com
Y&R ■
www.yandr.com

Media Investment
Management
GroupM:
www.groupm.com
Maxus
www.maxusglobal.com
MediaCom
www.mediacom.com
Mediaedge:cia
www.mecglobal.com
Mindshare
www.mindshareworld.com
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Outrider
www.outrider.com
Brandamp2
www.brandamp.co.uk
Catalyst
www.catalystsearchmarketing.
com
Other media agencies
Kinetic Worldwide2
www.kineticww.com
KR Media1
www.krmedia-france.com

Information, Insight &
Consultancy
Kantar:
www.kantargroup.com
Added Value
www.added-value.com
BPRI
www.bprigroup.com
Center Partners
www.centerpartners.com
IMRB International
www.imrbint.com
Kantar Healthcare
www.kantarhealthcare.com
– TNS Healthcare
www.tnsglobal.com
– Ziment Group
www.zimentgroup.com
– Mattson Jack Group
www.mattsonjack.com
Kantar Japan
www.kantarjapan.com
Kantar Media
www.kantarmedia.com
– Kantar Media Intelligence
–	Kantar Audience
Measurement
– TGI Global
– Kantar Media US
Kantar Operations
www.kantaroperations.com
Kantar Retail
– Glendinning
www.glendinning.biz
– Cannondale Associates
www.cannondaleassoc.com
– Management Ventures
www.mvi-worldwide.com
– Retail Forward
– Red Dot Square
www.reddotsquare.com
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Kantar Worldpanel
www.kantarworldpanel.com
Lightspeed Research
www.lightspeedresearch.com
Millward Brown
www.millwardbrown.com
The Futures Company
www.thefuturescompany.com
TNS
www.tnsglobal.com
www.research-int.com
Other marketing
consultancies
Everystone
www.everystonegroup.com
ohal
www.ohal-group.com

Public Relations &
Public Affairs
BKSH ■
www.bksh.com
Blanc & Otus
www.blancandotus.com
Buchanan Communications
www.buchanan.uk.com
Burson-Marsteller■
www.bm.com
Chime Communications PLC1
www.chime.plc.uk
Clarion Communications
www.clarioncomms.co.uk
Cohn & Wolfe ■
www.cohnwolfe.com
Dewey Square Group
www.deweysquare.com
Finsbury
www.finsbury.com
Hill & Knowlton
www.hillandknowlton.com
Ogilvy Government
Relations
www.ogilvygr.com
Ogilvy Public Relations
Worldwide
www.ogilvypr.com
The PBN Company1
www.pbnco.com
Penn, Schoen & Berland ■
www.psbsurveys.com
Public Strategies
www.pstrategies.com
Quinn Gillespie
www.quinngillespie.com

Robinson Lerer &
Montgomery■
www.rlmnet.com
Timmons and Company
www.timmonsandcompany.
com
Wexler & Walker Public Policy
Associates
www.wexlergroup.com

Branding & Identity
Addison Corporate Marketing●
www.addison.co.uk
BDGMcColl
www.bdg-mccoll.com
BDGworkfutures
www.bdgworkfutures.com
Coley Porter Bell
www.cpb.co.uk
Dovetail
www.dovetailfurniture.com
FITCH●
www.fitchww.com
Lambie-Nairn●
www.lambie-nairn.com
Landor Associates ■,●
www.landor.com
The Brand Union●
www.thebrandunion.com
The Partners●
www.thepartners.co.uk
VBAT●
www.vbat.nl
Warwicks
www.warwicks-uk.com

Healthcare
Communications
CommonHealth
www.commonhealth.com
Feinstein Kean Healthcare
www.fkhealth.com
GCI Health
www.gcihealth.com
ghg
www.ghggroup.com
Ogilvy Healthworld
www.ogilvyhealthworld.com
Sudler & Hennessey■
www.sudler.com
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Direct, Digital, Promotion
& Relationship Marketing
A. Eicoff & Co
www.eicoff.com
Actis Systems+
www.actis.ru
AGENDA+
www.agenda-asia.com
Aqua Online+
www.aquaonline.com
Blast Radius+
www.blastradius.com
Bridge Worldwide
www.bridgeworldwide.com
Brierley & Partners1
www.brierley.com
Designkitchen+
www.designkitchen.com
Dialogue 141
www.dialmkg.com
Digit
www.digitlondon.com
EWA
www.ewa.ltd.uk
FullSIX3
www.fullsix.com
GT■
www.wearegt.com
Grass Roots1
www.grg.com
G2
www.g2.com
– G2 Branding & Design
– G2 Interactive
– G2 Direct & Digital
– G2 Promotional Marketing
Headcount Worldwide Field
Marketing
www.headcount.co.uk
High Co1
www.highco.fr
Kassius+
www.kassius.fr
KnowledgeBase Marketing+
Mando Brand Assurance
www.mando.co.uk
Maxx Marketing
www.maxx-marketing.com
OgilvyAction
www.ogilvyaction.com
OgilvyOne Worldwide
www.ogilvy.com

OOT3
www.oot.it
Plano.Trio
www.planotrio.com.br
RMG Connect
www.rmgconnect.com
RTC Relationship Marketing ■
www.rtcrm.com
Smollan Group1
www.smollan.co.za
Studiocom ■
www.studiocom.com
These Days+
www.thesedays.com
VML■
www.vml.com
Wunderman ■
www.wunderman.com
ZAAZ+
www.zaaz.com

Specialist
Communications
Corporate/B2B
Brouillard
www.brouillard.com
Ogilvy Primary Contact
www.primary.co.uk
Custom media
Forward
www.theforwardgroup.com
Spafax
www.spafax.com
Demographic marketing
The Bravo Group ■
www.thebravogroupyr.com
Kang & Lee ■
www.kanglee.com
MosaicaMD
UniWorld1
www.uniworldgroup.com
WINGLATINO ■
www.winglatino.com
Employer branding/
recruitment
JWT Inside
www.jwtinside.com
Event/face-to-face
marketing
MJM
www.mjmcreative.com
FITCHLive
www.fitchlive.com

Foodservice marketing
The Food Group
www.thefoodgroup.com
Sports marketing
OgilvyAction Sports &
Entertainment Marketing
www.ogilvyaction.com
PRISM Group
www.prismteam.com
Entertainment marketing
Alliance◆
www.alliance-agency.com
Youth marketing
The Geppetto Group
www.geppettogroup.com
Real estate marketing
Pace
www.paceadv.com
Technology marketing
Banner Corporation ■
www.b1.com
Media & production services
The Farm Group
www.farmgroup.tv
Imagina3
www.mediapro.es
Metro Group
MRC3
www.mrcstudios.com
The Weinstein Company3
www.weinsteinco.com

WPP Digital
24/7 Real Media
www.247realmedia.com
BLUE
www.blue-interactive.com
Deliver
www.deliveroffshoring.com
iconmobile1
www.iconmobile.mobi
Quasar
www.quasar.co.in
Schematic
www.schematic.com
Syzygy1
www.syzygy.net

WPP Digital partner
companies
HDT Holdings Technology3
www.hdtworld.com
In Game Ad Interactive3
www.ingamead.cn
Invidi3
www.invidi.cn
JumpTap3
www.jumptap.com
LiveWorld3
www.liveworld.com
NuConomy3
www.nuconomy.com
Omniture3
www.omniture.com
Proclivity Systems3
www.proclivitysystems.com
Realtime Worlds3
www.realtimeworlds.com
SpotRunner3
www.spotrunner.com
VideoEgg3
www.videoegg.com
Visible Technologies1
www.visibletechnologies.com
Visible World3
www.visibleworld.com
WildTangent3
www.wildtangent.com
Yield Software3
www.yieldsoftware.com

WPP knowledge
communities
The Channel
The Store
droth@wpp.com
Key
1
Associate
2
Joint venture
3
Investment
■ 
A Young & Rubicam Brands
company
●
A member of B to D Group
+
Part of the Wunderman network
As at May 2009.
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